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Abstract
The purpose of this study was to examine the influence of service quality on customers’ satisfaction, and behavior 
intentions at Gong Badak Sport Complex, Terengganu. 169 active users at the sport complex were selected for the 
study. Model of Service Quality (Ko & Pastore, 2005) and The Scale of Service Quality in Recreation Sport (SSQRS; 
Osman, Cole & Vessell, 2006) were used in collecting data. Based on the result, it shows that ‘operation quality’ 
(M=5.54, SD=1.07) is the main factor influencing respondent to re-use the sport facilities, followed by ‘facility 
ambience’ (M=5.26, SD=1.15) and ‘staff competency’ (M= 4.76, SD=1.08).  Based on Pearson correlations it shows 
facility ambience, operation quality, and staff competency has a significant relationship on customers’ satisfaction 
and behavior intentions. While regression analyses showed, staff competency was greater predictor in predicting 
FXVWRPHUV¶VDWLVIDFWLRQȕ 74, p<0.05), re-XVHLQWHQWLRQȕ 71SDQGUHFRPPHQGHGLQWHQWLRQȕ 72,
p<0.05). As conclusion, there were influences of service quality factors on customers’ satisfaction and behavior 
intentions.
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1. Introduction
Customer satisfaction is a benchmark in customer service policy (Grant, 2003).  Through satisfaction, 
customer can judge a product or service feature, or the product or service itself, provided (or is providing) 
a pleasurable level of consumption-related fulfilment, including levels of under-or over fulfilment
(Oliver, 1997).   Customer satisfaction is the output of the service quality that been given. Therefore, the 
quality of service is valuable in determining the service re-use. According to Berry, Parasuranam and 
Zeithaml (1994), excellent services through the quality service is a profit strategy which help the 
company to maximize benefits.
2. Literature review
Providing quality service it will enhance more new customers, wider the existing business, fewer 
mistakes and losing the existing costumers. Quality usually defined by the client (Berry, Parasuranam, & 
Zeithaml, 1994) and service quality will be differently interpreted by customers. It depends on their 
understanding in analyzing services performances. A correct understanding of service quality essentially 
needed in every organization by having an excellent service delivery. Service quality is making through 
the evaluation of the customer’s perception (Brady & Cronin, 2001). According to Lewis and Booms 
(1982), service quality as “measure of how well the service level delivered matches the customer’s 
expectation”. Indirectly, it will lead to meet the customer satisfaction. Other suggestion stated that, 
service quality come from both comparisons between performance perception and expectation 
(Parasuranam, Zeithmal, & Berry, 1988). It also refers to quality of business services which has been 
delivered to meet the customer’s expectation (Ghobadian, Speller & Jones, 1994). The same applies in the 
business world; service quality still has the same goal which is to ensure the quality of service delivered 
to customers is of high quality. 
From this point of view, every organization will ensure that quality facilities that have an impact on 
customer satisfaction. Quality of service in the industry is something exclusive to promote services to 
customers, including sports and recreation. In the context of the world of sports and leisure activities, 
there is a comprehensive service quality model is used to establish and improve customer loyalty to 
existing services (Hightower, Brady & Baker, 2002; Silcox & Soutar, 2009). An organization tends to 
struggle in providing high service quality in order maintains current customers and by chance to have new 
one. Besides, sport and recreation industry also deliver their own organization work by promoting high 
services quality to its customers. 
Many service and retail business have come to seek profitable way in order to differ them from others 
due to the intensive competition (Parasuranam et. al, 1988). Positive approach is needed to ensure the 
progress of the organization by provides quality services. Private and government agencies have their 
own features in setting their quality services by promoting the highest quality of service to the customer. 
Nowadays, there are a lot of private and government agencies that provide sport and recreations facilities.
Availability of facilities and excellent services will always leads to satisfaction, and behavioural
intentions among existing customers who are readily used the facilities. Other researcher (Al-alak & 
Alnawas, 2010; Kelly & Turley, 2001; Mull, Bayless & Jamieson, 2005; Rust & Oliver, 1994) revealed 
that customer perceptions of service experience have always been important the success of service 
organization (cited in EL-Refae (2012). Attention to the customer perception is the most appropriate way 
in determines the organization success. Besides that, manager should actively examines the current 
service from the perspective of customers and in the same way creatively redesign product service of 
organization and environment also where its service are delivered to their target customers (EL-Refae, 
2012). 
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Gong Badak Sport Complex, Terengganu is sports area in the industry that provides sports and 
recreation facilities. Gong Badak Sport Complex is located at near Gong Badak, Terengganu provides 
several sport facilities such as a main stadium and closed indoor stadium. There are also the other fields 
for hockey, rugby and lawn ball. For the main stadium, it is usually used for football matches and other 
international tournaments while indoor stadium is used for badminton and netball tournaments and others 
indoor games. In addition, the other facilities include two small auditoriums, seminar room and banquet 
hall. They are for the major use of the main venue, like SUKMA Games 2008. 
Recently, the issue of service quality becomes a serious discussion when customer perception and 
intention towards on what they have experienced with are negative. Then, it becomes more critical when 
there is underused of facilities at each of the sport complex.  Uses of facilities in low rates were due to the 
low quality of services provided. This scenario was a burden on administrators sports complex in 
customer satisfaction in using the facility and encourage reuse all existing facilities. It is the reason why 
this study was done and completely answer to problem arises. Within above explanation, the purpose of 
this study is to investigate the customer’s perception on the services quality towards the customer’s 
satisfaction and behaviour intention at Gong Badak Sport Complex, Terengganu.
3. Methodology
This research is diagnostic in nature and uses a case study method for fulfilling research objectives. 
The method of the research is descriptive and correlation, which is conducted as a field study.  One 
hundred and sixty nine (N=169) individuals participated in this study.  They completed questionnaires 
after used the facilities in the complex.  Demographic characteristics showed that 75.7% visitors that used 
facilities and services at Gong Badak Sport Complex, Terengganu who was ages between 16 – 35 years 
old.  It showed that male (n=92, 54.4%) were majority participators than female (45.6%).  It was clearly 
seen that most of the users of Gong Badak Sport Complex were male who always involved in sport and 
recreation activities. It was supported by Lee, Kim, Ko and Sagas (2011) study where reported the male 
participation more than the female in sport and recreation activities.
The instruments that have been used in gathering data were Model of Service Quality by Osman et. al 
(2006) and The Scale of Service Quality in Recreational Sport (SSQRS) by Ko and Pastore (2005). The 
item questions have been adjusted to the Malaysian context which six items were omitted from service 
quality factors. All items were scaled on the 7-Likert scale ranging from 1 (very dissatisfied) to 7 (very 
satisfied). To minimize discrepancies between the original instrument and the translated instrument, back 
translation was conducted. The survey instrument was first translated into Malay language by one of the 
researchers. To test the equivalence between the original and Malay instruments, back-translation into 
English was conducted by another native of Malay who was also fluent in English. To verify the accuracy 
of the translation, a third party, a TESL lecturer was asked to assess differences in meaning between the 
original and back-translated instruments. The comparison of the two forms led to the conclusion that the 
two instruments were conceptually equivalent. 
Results of reliability analysis for the instrument. The composite reliability and Cronbach's Alpha had 
values of greater than 0.8, indicating that the measurement scale used in this study had high internal 
consistency (Chua, 2006; Henseler, Ringle & Sinkovics, 2009; Nunally & Benstein, 1994; Sekaran & 
Bougie, 2010).
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Table 3.1.  Service quality items mean and standard deviation
4. Results
The objective of this study was to examine the influence of service quality on customers’ satisfaction, 
and behaviour intentions at Gong Badak Sport Complex, Terengganu. Studies in the services marketing 
literature emphasized on the importance of the service quality concept as a key factor in predicting 
customer satisfaction, and increasing customer retention rates (Zeithaml & Bitner, 2003).  Gong Badak 
Sport Complex is a sports complex that t is equipped with sports facilities and related services in 
providing a good customer experience. Out of 169 respondents, only 66% of customers use the Sports 
Complex at least three times per week. Most users were ages between 16-35 years (75.7%). 
Based on the table below (Table 4.1), it showed that the highest ranking of service quality factor was 
operation quality (M=5.54, SD=1.08) with the highest mean for operation quality was “Availability of 
operating hours of sport complex is suitable” (M=5.65, SD=1.03).  Facility ambience (M=5.26, SD=1.15) 
is in the second rank of service quality factors. Highest mean for facility ambience was “I really enjoy the 
atmosphere of this Sports Complex” (M=5.46, SD=1.11).  The third rank in service quality factors were 
Staff competency (M=4.76,SD=1.08) and highest mean for staff competency was “The friendliness of 
staff is high (M=4.84, SD=1.04). As is shown in table 4.1, it shows the level of customer satisfaction is 
Factor Mean
Score
Standard
Deviation
Cronbach 
Alpha
Facility Ambience 5.26 1.15 0.876
Gong Badak Sport Complex ambience is what I’m looking for in sport 
complex setting
5.08 1.16
Gong Badak Sport Complex ambience is excellent 5.22 1.08
The facility is clean and well maintained 5.41 1.13
I am consistently impressed with the facility’s Gong Badak Sport 
Complex atmosphere
5.15 1.23
I really enjoy the atmosphere of this Sports Complex. 5.46 1.10
Staff Competency 4.76 1.08 0.857
Professionalism of staff is high 4.61 1.16
Gong Badak’s Sport Complex ability to serve your needs 4.83 1.04
The friendliness of staffs are excellent 4.84 1.04
Operation Quality 5.54 1.08 0.808
Availability of operating hours of sport complex is suitable 5.65 1.03
Up to date information is available on the sport complex activities and 
events
5.52 1.04
Information about sport complex is easy to obtained 5.46 1.16
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very satisfying (M=5.54, SD=1.08), as well as the re-use intention (M=5.49, SD=1.15) and 
recommendation intention (M=5.54, SD=1.26).
Table 4.1. Importance of factor
Service Quality Factor Average 
Mean
Standard 
Deviation
Rank
Operation Quality 5.54 1.08 1
Availability of operating hours of sport complex is suitable 5.65 1.03
Up to date information is available on the sport complex activities and events 5.52 1.04
Information about sport complex is easy to obtained 5.46 1.16
Facility Ambience 5.26 1.15 2
I really enjoy the atmosphere of this sports complex 5.46 1.10
The facility is clean and well maintained 5.41 1.13
Gong Badak Sport Complex ambience is excellent 5.22 1.08
I am consistently impressed with the facility’s Gong Badak Sport Complex 
surroundings.
5.15 1.23
Gong Badak Sport Complex ambience is what I’m looking for in sport complex 
setting
5.08 1.16
Staff Competency 4.76 1.08 3
Gong Badak’s Sport Complex ability to serve your needs 4.83 1.04
Professionalism of staff is high 4.61 1.16
The friendliness of staffs are excellent 4.84 1.04
Very satisfied
Customer Satisfaction 5.54 1.07
Very satisfied
Re-use Intention 5.49 1.15
Very satisfied
Recommended to friends 5.54 1.25
Since the data show a normal distribution, Pearson correlation test was run to analyze the data. As 
illustrated in Table 4.2, the results of correlation analysis showed a significant positive and strong 
relationship between internal service quality and customers satisfaction (r=0.71, p<0.00), and re-use 
intention (r= 0.74, p< 0.00) and recommended intentions (r =0 .73, P<0 .00).  For each service quality, it 
showed staff competency has moderate and significant relationship with customers satisfaction (r=0.62, 
p<0.00), and re-use intention (r = 0.63, p <0.00) and also recommended intentions (r=0 .62, P<0.00). 
Other two factors in service quality; facility ambience and operational quality showed weak relationship 
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(r=<0.60, P<0.00) but significant with customer satisfaction, re-use intention and recommended intention 
or to friends.  It was hypothesized that there was a positive relationship that exists between these four 
variables on customer satisfaction, re-use intention and recommendation intention or to friends.
Table 4.2. Correlation between Service Quality Factors and Customer satisfaction and Future Intention
Customer Satisfaction
Re-use Intention 
Recommended to Friends
Correlation (r) (Weight of Correlation)
Service Quality Factor 0.713**
(Strong)
0.742**
(Strong)
0.728**
(Strong)
Facility Ambience 0.581**
(Weak)
0.594**
(Weak)
0.593**
(Weak)
Operation Quality 0.511**
(Weak)
0.568**
(Weak)
0.546**
(Weak)
Staff Competency 0.628**
(Moderate)
0.634**
(Moderate)
0.618**
(Moderate)
** Correlation is significant at the level 0.01 (1-tailed)
Regression analysis also been used to confirm those relationships, and it show that service quality is 
predictors on all these three independent variable as customers satisfaction, re-use intention and 
recommended intention (Table 4.3 and  Figure 4.1).  Service quality showed greater predictor for the re-
use LQWHQWLRQLQWKHIXWXUHȕ SIROORZHGE\UHFRPPHQGDWLRQLQWHQWLRQWRIULHQGVȕ 
SDQGFXVWRPHUVDWLVIDFWLRQȕ S
Table 4.3. Results of Tested Hypotheses
Hypothesized Path Beta P Value Result
H1 Service Quality – Customers Satisfaction .713 .000 Supported
H2 Service Quality – Re-use Intention .742 .000 Supported
H3 Service Quality – Recommended Intention .728 .000 Supported
*correlation is significant at the level 0.05 (2-tailed)
Fig. 4.1 . Regression relationship between service quality and re-use intention, customer satisfaction and recommendation intention
Customer satisfaction
Service Quality
ȕ 28    
ȕ 
ȕ 42
Re-use intention
Recommendation 
intention to friends
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5. Discussion
There were about 169 of total respondents who participated in this survey. Classified under the age 
category, age between 16 – 35 years old showed the higher percent of contribution to attendance at Gong 
Badak Sport Complex, Terengganu. It was clearly seen that most of the users of Gong Badak Sport 
Complex were male who involved in sport and recreation activities. It was supported by Lee, Kim, Ko 
and Sagas (2011) study where reported the male participation more than the female in sport and 
recreation activities.  More than half participants obviously participate for three times and above. Most of 
the users go to Gong Badak Sport Complex within for three times and above. It indicates that, majority 
users of those public facilities are the regular users there. 
Operation quality showed was given an essential priority in determining significant factor at Gong 
Badak Sport Complex.  The findings was supported by past literature Brady and Cronin (2001) that 
explained service quality are in three dimension model which include of interaction quality refer to the 
staff competency, physical environment quality refer to the facility ambience and also outcome quality 
refer to the operation quality. The study also consistent with the Ko and Pastore (2005) studies where it 
explained service quality factor which related to the facility ambience, operation quality and staff 
competency. This finding consistent with the previous study, which highlighted the significant role of 
intangible service factors towards customers experiences (Dabholkar et. al, 1996). The intangible service 
factors importantly contributed to the customers’ evaluation and satisfaction than the tangible service. It 
was that this finding support others studies. All dimensions had impact to customer satisfaction, re-use 
the facilities and recommended to friends.
In the other hand, service quality factors have a strong relationship between customers’ satisfaction 
and behaviour intentions. Through the result, its’ indicates that the staff competency showed moderate 
relationship for all those dependable variables stated while facility ambience and operation quality 
showed weak relationship between all variables. The result supported the model proposed shown in 
Figure 4.1 where it indicates significant relationships among all these factors on customer satisfaction and 
behaviour intention (re-use and recommend). Through this finding, it was consistently supported by 
current literature within the industrial context in which it emphasized the quality of interaction within of 
employee’s knowledge, behaviour and attitude was highlighted Zeithaml et. al, (2006). The result of this 
finding consistent supported previous study by Zeithaml et al., (1996) and also supported from previous 
marketing study where emphasized on the importance of service quality as a key factor predicting 
customers satisfaction and behaviour intentions (Zeithaml & Bitner, 2003).
From the findings of this study can be used as a guideline by management to improve the service 
quality of operation, training, administration and logistics in providing services to the customers. These 
are: firstly, quality service training program needs in order to increase their competency skills in handling 
any operational environments conflict. Secondly, to consider better recognitions to staff that continuously 
committed to improving service quality. Thirdly, knowledge and skills need in service providers because 
they may help to reduce mistake and increase efficiency in providing information in the aspect of 
operation and administration the tangible services that are available. Considering such suggestions will 
help an organization to improve their management towards the customer’s satisfaction.
6. Conclusion
It is believed that the findings of this study will significantly contribute to the field of sport and other 
industries. The result of this investigation provides some interesting findings that further of knowledge in 
service evaluations, particularly in determine and analyze customer satisfaction such as re-use and 
recommended intention. Findings of this study indicate that the provider should focus on how to maintain 
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and improve of their service quality delivered to the customers. It is believed that, these finding outcomes 
do have influence to the industry in order to boost customer satisfaction. 
Besides, through this study the providers tend to adapt and change a new concept and atmosphere in 
the field of sport facilities. In addition, the providers of Gong Badak Sport Complex can obtain useful 
information in deciding important decision by understanding their customers behaviour based on this 
study result. By examining the service quality factors that are most important for them, the researcher can 
deliver better direction in guiding the provider. From the findings of this study, it will help the provider to 
determine which part of their service at Gong Badak Sport Complex that should be focused on in order to 
boost the satisfaction as well as behaviour intention from their customers. 
Customer satisfaction is based on the outstanding and successful services; it is a result of the rise and 
development of skills, knowledge, competence and efficiency of service providers. The findings of this 
study examine the importance of employees’ competency in order to ensure the maximum level of 
satisfaction and behaviour intentions. As for staff competency as high predictor of influence, the 
development of staff positive attitude is essential in which it will contribute to the improvement of quality 
of service and directly turn to the customer satisfaction, and positive behaviour intentions. 
In the context of further study, the limitation of samples may limit the generalizability of the findings. 
Further research within a much broader sampling frame should further investigate differences related to 
socioeconomic, demographic (especially gender) and cultural factors.  Also, it is significant to note that 
face-to–face self-administered questionnaires do not capture information from who not use the complex 
regularly or avoiders (Keillor & Sutton, 1993; Sudman, 1980). Research shows that these individuals 
differ from customers who frequently visit and used facilities in sport complex and who agree to 
participate in surveys (Keillor & Sutton 1993). Therefore, results cannot be generalized to such 
customers. Future research querying customers should consider multiple data collection methods.
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